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to Aadmini ster the Buyout and to create a new

The 17member Commissioconsisted of a brakcrosssection of the community including farmers, elected officials,
and representatives from local governmensiness, and finance.

Figure 1: Total Agricultural Sales
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It is difficult to describe the mood associated with the loss of tobacco
to the farmingcommunity. In Southern Marytal, the size of farms,

the type of barns and even social interactions and the formation of
communities had been heavily influenced by tobacco production. By
1998, most acknowledged that tobacco was harmful to human
health. However, tobacco farmers had alsvBeen proud of their

ability to bring a good crop to market, the same as generations
before them. Most tobacco farmers reluctantly supported the buyout,
but the future of farming was in peril. Many older farmers could not
see themselves trying somethimgw and others had a steep learning
curve. The opportunity to sign up for the Tobacco Buyout began in
2001 and ended in 2005.

Tobaccovas al ways the fimoney cropo
Farmers raised other products but most relied on tobaceoain

in business. By 2002, 63% had taken the buyout. Ultimately, 83% of
all tobacco farmers (producing 92% of total Ibs.) signe®Bepween
1997 and 2002, the national USDA agricultural census reported a
38% dop in agricultural sales {gure 1) in the five courgs of

ssion had ad-drvenagiiculturalremtespsisess n ft o
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farms productive and vi

brant

.0 Staff explored

opport

and training programs to help farmers explore ways to diversify and market new products. It provided grants to foster

far mer so
outreach and a neguide and/or promotional campaign.

It takes time to learn how to grow new products, obtain
resources and develop new markets, but progress has be
made, as reflected in the national 2012 cen®Rescognizing
the huge consumer market and the potential of the local
food movement, SMADC lawhed the So. Maryland, So

Good and Maryland Buy Local Challenge programs, and

existing farmers and new farmers began selling directly to$:200000

consumers. The latest census data shows that from 2007
2012, the value of agricultural products sold directly to

individuals for human consumption grew 58% in Southern $sw000

Maryland, versus 32% in the state. Direct sales grew by 5315?00 s

million in Southern Maryland, with growth in all five
counties (Figure 2).

Agritourism also grew as SMADC developed the industry
and launche its Southern Maryland Trails: Earth, Art,
Imagination program. A number of farmers in Southern
Maryland experimented with agiourism, such as farm and

mseardh &undeg andaresdurceseo buildr@lgted industries. It simplified and streamlined
regulations as the need arose. As each new viable specialty emerged, SMADC supported it with research, public
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Figure 2: Value of Ag Products Sold Directly to
Individuals for Human Consumption- 2007 and 2012
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winery tours, hay ridesnd corn maze8etween2007 and

2012, agritourism sales grew 142% in Southdarylandversus-

Figure 3: Agritourism Sales-
2007 and 2012
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the public to ag
tourism farms.

Other advanceseedetails in report that follows)

Since the | aunch of

farmers in the five countig&igure 4)
SMADCO® s

efforts to

SMADCod6s S
2011, sales of local meat have grown to $306,820, supporting 40

gr owMadrytaed wi ne

1% for Maryland as a whole (Figure 3). Total agrirism sales
grew by $586,000 over the period for the four counties (this does
not include the other economic benefits associated with agri

tourism such as overnight stays and dining).

SMADCO6s initiative
highway sign programforagtiour i s m

farms in

al so

hel ped
F\

two farms with approved signs are in Charles County, with a third
pending in Frederick County. Charles County government and
SMADOC initiated a series of discussions with the Maryland State
Highway Administration (SHA) and the Maryland Department of

signs directing

" Retail Value of
Meat (Dollars)
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Figure 4. Retail value of local meat
transported with Southern
Maryland Meats Trailers

Agriculture (MDA) to create a program that permits SHA to install
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have led to 68 new acres planted as vineyards, which when all the vines agecaatring as much as $206,400
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just from thegrapes aloa There are now 13 wineries in Southern Maryland, with more to come in the next few years,
adding additioal revenue in direct wine sales and tourism.

SMADC has also worked to streamline regulations as the need arises from the community. Working with state, county
and federal agencies, SMADC has | ed t hevalsetddddprocessedi mp
goods such as pickles, Amish cheeg@cat f ar me,rasdéneamar ket s

SMADC has recently teamed up with a local #poafit to create a wiwin for farmers and the hunger community, by
increasing access to fresh lopabducethat is edible but not soldn the wholesale or retail market.

Southern Maryland has been under intense development pressure. Q&yahes of land preservation program
funding,275farms containing 31,600 acres have been preserved in Southern Marsilaggrogram funds and
leveraging additional funds by the counties. These funds have allowed counties to prioritize Tobacco Buyout farms.

Has Southern Maryland Agriculture Rebounded : -
Yes and No j Figure 4:Total Ag Sales

1992 -2012

The good news is that Southern Maryland has reboundeé-to ey
tobacco buyout numbers as a result of innovation, diversification, and
support from the counties and the Southern Maryland Agricultura |
Development Commission (se@tre 4 Total Ag Sales However, $20,000,000 -\
total Maryland agriculture sales almost doubledrakie same period | ;
that Southern Maryland was just trying to recover. In 1997, total |
Southern Maryland agriculture sales represehté#hof total | $15,000,000 +
Maryland agriculture sales (Figure 5). As of 2012, total Southern |
Maryland sales wer8.6%o0f total Maryland griculture sales. ‘
Southern Maryland has some catching up to do with the rest of the $10,000,000 +
state to fully recover from the big experiment to end tobacco f
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£ What is Next? — —
£ ; / Southern Maryland is geographically weituated to the large
2,000,000 -

BaltimoreWashington Metropolitan region. Its farmers can benefit
more from the $26 billion dollar food budgef the consumers

living in the region. Ths far, Southern Maryland farmers have been
$1,500,000 | /\/ | successful in reaching consumers via direct sales to consumers at

roadside stands, farmers markets, CSAs, small grocery stores, etc.

—ciisriiand However, farms have not been as successful in marketing to
$1,000,000 - institutions and majochains. Existing farmers attempting to sell
through the wholesale markets find themselves bumped out by
cheaper product grown long distances from our region.

Southern MD |

0T The future for Southern Maryland agriculture depends on growing

new farmers, continuing to delop new agricultural industries, and
S e—— aggregating and selling food through a center such as a local food
L U U | hub that enables producers to gain entry to new markets that they
| cannot access on their own.

$0 +——————————
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'Based on U.S. Census Bureauds hdusAgholcdi|l datra 6isn ezQ@10naared
expenditures on food.
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SMADCO6s regional and st &tecensmidopponunitegfor fammers teroughilocatand o c r
regional markets, improve processing and distribution infrastructure for local and regional agriculture, expand access
to healthy fresh food for consumers, including underserved communities, ancepravigtsearch, resources and
information that existing and new farm entrepreneurs need to be successful. As farms innovate to increase profit,
SMADC increasingly works to streamline state and federal regulations that may be outdated or unnecessarily hampe
business, and SMADC funds help assure there will be land for future farmers.

More specifically, SMADC is already working in partnership to aggregate and distribute surplus food to the hunger
community in ways that also economically benefit the farmssre Hub and Spoke), and is working to take this to the
next | evel. SMADC is investigating means to facilita
for food safety handling, increasingly being required by retailers, wholesaleothemduyers). SMADC works with
partners to provide expensive farm equipment that can lbedsbhg many famers through its Farima&e program, and
facilitates bulkpurchasing for needed vines, feed and other necessary items, thereby diminishing tasthifh c
production. SMADC continues to investigate vahdeled processing for farmers, such as flash freeze facilities,

acidified foods, meats, wine, cheese, etc., and streamlines the regulatory process as needed. Finally, SMADC is
developing partnerships secure land for new farmer incubation.

SMADC regularly evaluates the success of its programs, and, based on these evakifhitcorgjnue to maintain or

reviseits already established programs. SMADC has a proven-texxtkd and is excited and welbised to guide the
future of food and agriculture in the region and throughout the state.

SOUTHERN MARYLAND AG RICULTURAL DEVELOPME NT PROGRAM

What s New in FY®d1l4 (Hitghlights and details foll ow)

The Southern Maryland Agricultural Development Cdssion (SMADC) strategically invests in programs and

initiatives to support economic growth and jobs, grow new farmers and related industries, and expand access and
availability to healthy fresh food i n eefitfamnarsand on ment
consumers throughout Maryland, with a special emphasis on the five counties of Southern Maryland.

In FY614, SMADC placed a speci al emphasis on i mprovi
wor king poor ,s,f @rumd rdd & gma rhikeetl oc al meats and dairy it
public awareness.

Notable examples of these prioritiesHnY 6 drethighlighted in the following pages:

Building Healthy Communities

Hub and Spoke Program

Food Maps

Far mer sé Markets

Southern Maryland Food Council

Crop Hop

Cornelia and the Farm Band / Farm to School

Giving Farmers Tools to be Prosperous

Southern Maryland Meat Industry

Dairy Industry

Equine Industry

Wine Industry

Agritourism Industry: Southern Marylaridails: Earth, Art, Imagination
Maryland Buy Local Challenge

Farm Share Equipment
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Cultivating Newand Transitionind=armers
Maryland FarmLINK

Maryland Mentor Match

START: New Farmers

Agricultural Land Preservation

Our established programs continued ¢méfit the region and Maryland as we finished, enhanced or maintained the
following:
Maryland Tobacco Buyout
So. Maryland, So Good
SMILE (Southern Maryland Invitational Livestock Expo)
Community Outreach: Education to farmers and the public through SMAESIites, news announcements,
social networking (Facebook, twitter, bldMail Chimp), public speakingnd eventsCommunity outreach to
also include feedback surveys (Hub and Spoke recipients, START farmers)
andthe Foodways event amgmmunity outreach ith the small discussion groups

www.smadc.com

FOOD, FARMS AND HEAL THY COMMUNITIES

HUB AND SPOKE PROGRAM

The Hub and Spoke Task Force formed in August 2013 to identify effective ways to improve distributiolm, of fres
locally grown produce to foeohsecure families in Southern Maryland. Staffed by the Southern Maryland Agricultural
Development Commission (SMADC), the Task Force met with many members of the community, including public
health offcials, University ofMaryland elucatorsfoodbanks, farmers,fmirchespantries Department of Corrections,
and fhool Superintendents to assess the needs of the community and develop a series of recommendations.

The Hub and Spoke Task Force proposed a-{y&ae pilot progam in which fresh,
locally grown produce donations from farmers/gardeners are distributed to needy
families in the five counties of Southern Maryland. Edible produce may be brought
central site (Hub) which then distributes the food to the hunger coityrthrough
mobile food drops at targeted sites (Spokes) in the community such as churches,
or pantries. Alternativelyfarms can directly donate to Certified Spokes. Certfied Spg
can be any site that meets the criteria of being able to eeari/ distribute produce in 3
timely manner and issue valid receipts to the farmers.

Tax Credit Incentive

A key component of the Hub and Spoke maddain economic incentive for farmers to
donate food that would reimburse them some of the cost of theshapackaging, and | =====
delivery. The Task Force recommended a state tax credit of 50% of wholesale valuefor—
eligible farm donations from conventional farms and a 75% tax credieftfied organic products. The Billas
introduced to the Maryland legisla&but did not make it through in 201# will be reintroduced in 2015.

Food Maps
I n the course of SMADCO6s research, it became obvi ous

areas versus urban areas. Maps created by the Utidtied ®epartment of Agriculture (USDA) did not validate what

is truly seen on the ground. SMADC recommended new ways of identifying areas of need and food deserts based on
school data, and developed maps showing public transportation lines, schoolsstitmatidn sites, and grocery

stores. SMADC worked with the Johns Hopkins University Center for a Livable Future to create additional food maps
for the five counties of Southern Maryl and. Tioe maps
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food deserts, food pantries, and where recipients can apgpndansdederal benefitsetc. TheSouthern Maryland
maps include:

Far ms, f ar mdfarm8tandsar ket s an

Food deserts

Overlapping layers that display income pptation, and health atistics

Schools that provide feeand reduced meals to children

Areas of concern with regards to health, income and proximihealthy foods

Locations of food distdution for the hunger community

Local transportation lines

Grocery stores and local camnience stores (drwhich carry fresh local food)

=8 =4 =8 =8 =8 =881

A report was issued in December 2013 and is availalhig@t/www.smadc.com/food_farms_nutr/hubspoke.html

Members of the Task Force:

Bernie Fowler Jr., Farming 4 Hunger

Secretary Earl F. Hance, Maryland Department of Agriculture

Delegate Sally Jameson, Charles County

Reginald Kearny, Southern Maryland Ministers Alliance

Jerome Klasmeier, Assistant Comptroller for Maryland

Senator Thoma8 Mac o Mi ddl et on, Charles County
Christine L. Bergmark, Task Force Chair, and Executive Director, SMADC

Staff: Mindy Waite, SMADC Special Programs Manager

2014: The Hub

In spite of the tax bill saback, the program took steps to begin the Hub and Spolgegm. Farming 4 Hunger (F4H),

a nonprofit run by Bernie Fowler Jr., served as the central Hub in Charles County. In partnership with the Food Banks
ard churches, Farming 4 Hundesd beengrowing and distributing potatoes, green beans and corn to tigehu

community since 2012. In 2013, F4tew anddelivered 1.6 million poundsf fresh produceo the hunger

community and helped the Food Banks distribute additional food throughout the.region

By forging a partnership with SMADC, F4H has been abiadrease thguantity andsariety of local produce
distributed to needy familieSMADC connected F4H with local farmers wipmw more perishable produce, such as
tomatoes, melons, peppers, cucumbers, etc.

SMADC funds providedr4H a refridgerated truckithe summer of 2014. F4H was able to work with the Maryland

Food Bank to purchase a refurbished truck at a reduced price. The truck has allowed F4H to pick up and aggregate :
variety of produce, safely and efficiently from the farm community, whicheis thistributed throughout the region.

The truckincreasedhe turnaround time of fresh farm proddoem field to the communityIn past years, produce was
shipped to Baltimore and returned for distribution to Southern Maryland which could take sevksalNgee with

the SMADC/F4H truck, produce can be delivered to needy families witidd-48 hours, reducing the milegage and
trucking costs of shipped produce from across the state, and enhancing the quality and freshness of the food.

Economic benefitdr local farms

Eleven local farms have teamed up with F4H, and by August of EdHihas already trippled the fresh produce

drops from those in 201®3f ar ms i n St .1inMardey Cosntycaati mt Y r i n c @un@)eThea ge 6 s
partnerships havhelped the farmers to make a small profitéld can providebetweer$2.50$3.00 per bushel

through an agreement with the Maryland Food Bank. Althougpribemaychangewith supply and demand,
previouslythe farmers receadonly $1.50 per bushel fatonated foodnow participating farmerseceivea doubling

of theeconomic benefit.

In Prince Ge during thénenth©fAugudt 2014, thedH/SMADC truck picked up and distributed over
71,000 poundsf produce fromonefarm alone most ofwhich, according to the farmewould otherwise have gone to
waste.
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Mobile Drops
From July 1 tcAugust29, 2014,F4H deliveredfreshmobile produce drops to 37 locations in all five Southern

Maryland counties, totalingver206000pounds of fresh, local pdoice.An additional 38 fresh mobile produce drops

are scheduled through October 20lbMaddition to the mobile produce drofar food pantries anébur food banks

pickup producdirectly onthe FAH farmODne el der Il 'y r eci pi e mfreshwatermelon sirtcealt i ¢ ,
was 130, he exclai med.

Certified Spokes

The Hub and Spoke program includes a component whereby farms can directly donate to Certified Spokes, ideally
receiving a tax credit for their donations. @fegtl Spokes can be any siteat meets the criteria to receive and

distribute produce in a timely mannand issue valid receipts to the farmers. A a result of the Hub and Spoke program,
a large produce farm in Charles county has donated several thousand pounds of fresh, orgaaitoprddad pantry

in Charles county that serves up to 100 people in need a week. The partnership has gone so well that the pantry has
had to lmy canned vegetables and fruits, thus providingommunity fresher and tastier foods

Fouradditional faod pantries (two in Calvert, one Charles, and onegimcGe o r @eudtg)have had a similar
experienceBy picking up farm fresh prodedadirectly from thé=4Hon a reurring basis, these pantries amv able
more nutritious meal options tbeir clierts. Additional pantries have asked to participeaedSMADC is researdhg
howto put this part of the program in plaice 2015, assuming the Maryland Tax Crddit is pased by the
Maryland legislature.

In order forCertified Spokeso receive donabns directly from farmerand issue receipts for the tax credig Spokes

must be trained in safe food handling, and be able to validate that the donated food is indeed edible. They must be at
to weigh the produce and SMADCIiis/estigatingwhether tle Spokewill be required taise certified scales which
couldcostupwards of$4000r a less expensivgeneric scale

Community Engagement and Educatiénmajor component of the success of F4H is the large number of community
volunteers (both at the mitd drop sites and on the farm), the engagement efgdease inmates who are trained with
job skills on the farm, and education to school groups and the community.

Highlights in 2014 Quly-August 2014)
1 Increased distributions of fresh fotm37locaions, in all five Southern Marylandanties between July and
August2014(up from 1015 in FY6 1.3 his is a 3340% increase in just the first two months.
11 farmsdonatingproduceforF4AH@ began).i n FYO® 14
Participating farmers saw a doubling of romic benefi{50% increase in income)
Fasterturnaround time of fresh farm produdeom field to the hands of the needy2#48 hours.
Reducednilegage and trucking costs of shipped produce.
Fresher, higher quality of food distributed
Increasedlirectfarmer to food pantry relationshigSpokes)
Community volunteers and school group visits to F4H

=8 =4 =8 =8 =8 =8 A

Next Steps
Increase connections wilthcal farms and the Hub and Spoke program

Engage with additional sites for new farmer incubation
Implement the taxredit bill.

Further build the Southern Maryland food hub mlod
Beginsales tschools andhospitals

Increaseeducation and outreach

= =4 =8 =8 =8 =4
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FOOD, FARMS AND HEAL THY COMMUNITIES

SOUTHERN MARYLANDFARMERS® MARKETS

Farmer s6 mar ket s heareantgears for a tumipeoopreasoas: mareyinfoomed consumers, interest
in eating healthy, desire to support the local growers and the economy, and heightened awareness of the issues relat
to food safety and want i ng .Theypiovide avsowde ef ineomefor didatrkef o o d

f ar mer s .markessrcan alsbsadmeanso provide fresh food to the underserved communities, while also
boosting incomdor farmers SMADC has developed initiatives to address both.

SMADC assist§ ar mer s6 mar kets in the five counties (Anne A
Maryds) through educ at {umsoliciting faroners and acting as a comduitcotinfdrn@ation s t a
about regulations and other pertinent infation.

Workshops, Marketing and Promotional Support
SMADC hosts an annual workshop for farmerso mar ket n
opportunities and regulations.

SMADC produces a year | y mughosetthe fivacountyoegionf ar mer s® mar ket

SMADC provides promotional assistance grants direct]
from SoutherrMID. The grants range from $50&2,000 per market. Since 2003, over $203,900 has been awarded
eligiblef ar me r s for promatidneln 2013, gross revenue from these farmers mavkstappronately $2.6

million, from 353 $uthern Maryland vendors. Over the years that SMADC has worked with markets, a cumulative
estimate of $20 million hasslen earned through the markets. This amounts to a $38 million impact on the local
economy, as farms and their employees reinvest their earnings in the community.

Data:
SMADC Market impact
Total Total So. Md. MKkt. with

Year Markets Vendors Vendors Grant Revenue multiplier*
2003 14 193 n/a $18,500 $1,357,600 $2,525,136.00
2004 14 179 n/a $17,000 $1,600,000 $2,976,000.00
2005 13 176 154 $17,500 $1,500,000 $2,790,000.00
2006 13 191 138 $19,500 $1,701,000 $3,163,860.00
2007 13 202 179 $19,000 $1,933,000 $3,595,380.00
2008 14 226 190 $19,500 $2,725,000 $5,068,500.00
2009 18 225 212 $25,750 $2,375,100 $4,417,686.00
2010 18 263 222 $19,500 $2,495,750 $4,642,095.00
2011 19 239 217 $25,000 $2,312,498 $4,301,246.00
2012 16 291 252 $22,450 $2,667,252 $4,961,089.00
2013 17 353 314 $22,650 $2,647,760 $4,924,834.00
TOTAL $203900 $20,647,708 $38404,73700

*The multiplier adds the economic benefit of the market for itdorerby multiplying by the gross sales with the Regional {@Quiput

Modeling System Il multiplier (or RIMS I** multiplier) for the state. These figures represent how the revenue made franethzyrthe
farmers/growers will be added back into the loeaonomy. It captures the impact of an initial round of spending plus successive rounds of re
spending of the initial dollars within a regioNote: Data counts all vendors at each market, and does not account for the same farm vendor
selling at differenmarkets.

Results
As shown in the table above, for a relalyve ma | | SMADC grant , over al |l return
has been significant. Market revenue and vendor participation has grown steadily and farmers are happy as they are
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recaving more revenudy sellingdirectly to consumers at thetail level. Many surrounding businesses and

management compani esssanasse@indafesolicitiregmaedmarkedsmdk aetively supporting
and promotinghem This has two rami@iations, while the increase of markets may have an economifit e tiee
surrounding communitiefarmers complain that too many markets decrease sales at any one venue.

Far mersdé Mar ket Economic

In order tofully appreciateahe economic and sl impact of
SoutherrMD f ar mer s® mar ket s o
SMADC began conducting consumer surveys at markets
2012.The number of shoppers is recordddng witha
customersurvey. Analysiss enablingSMADC and the
marketsto betterunderstandheimpact of the market on the
local communitiesThese surveys also help vendors, markét=
managers and local community government to better understang ;omers answering survey questions at
their customers. Through the surveys, marketsatsobetter Farmersé markets
understand the needs and wishes of thestamers.

The original five markets have been continuously survéyethethird yearin a row @t approximatelhjthesame time
eachseasgnin FY 614, SMADC e x psaverharikekts.tSineying avera euyniser of years should
average out abmmalities in any given year. Data and highlights are shared with the individual matketfellowing
graphs show data from the original five markets.

Shopping Groups At Total Estimated Spent at Markets
Farmers' Markets **Red = multiplier
3500 affect
$120,000
3000 —— —
3007 $100,000
2500 —— —
2000 | | $80,000
1500 - | $60,000
1000 - — $40,000 -
500 - - $20,000 -
0 T 1 so |
FY2013  FY2014 FY 2013 FY 2014

Results are for a single market day on a specific dddée: Shopping group is typically 1560 people, SMADC used 1.8 as the average number.
Counts take place hourly, 20 minutes after the hour. Thmastdattendance is determined by multiplying the total of the hourly counts by 3.
Shopping groups are determined by dividing the est. attendanc8.by 1

Thus fa, in 2014, the data fdive markets surveyeshowsfollowing:
1 55% of all patrons of these markets primarily cameesctusivelyfor the marke{may depend on market
location and proximity to other businesses).
1 Patrons surveyed spent $1$28 at the markets on day of survey
1 An estimated $4,100$20,000 was spent at the markets on dahe@$urvey
1 145vendors (farms, artists, food).

IncreasinfAccess to Fresh Food for the Hunger Community af
Several federal nutrition @sgance programs have been established to help needy families attain better access to fresh
farm food, such as the Supplement al Nutrition Assi st
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(FMNP/WIC), and Fruit and Vegetable Check (FVC) prograhe primary challengm makef ar mer s & mar ke
accessible to lovincome shoppers is the technolagyd administratiomequired to accept SNAP benefits.

Maryland, all SNAP benefits are redeemed through Electronic Benefits Transfer (EBT) machinesndetata

cards can also be swiped through the EBT machines which allow the market to earn income through transaction fees
SMADC assisted the first two markets obtain EBT machines (Home Grown Farm Market in Lexington Park and the
Wal dor f Far mker aré 12 kharkets ;n Sguthern Maryland tioat accept EBT; eight have received

marketing assistance from SMADC.

In 2014, SMADC was again awarded the Maryland Agriculture Education and Rural Development Assistance Fund
(MAERDAF) grantand isassisingt he t wo par t i ci pbyafferinggadniingstratioa support, stigemdk e t ¢
for onsite management of the EBT machine during

market and funds for incentive dollgedso known as

Waldorf Farmers' Market Data Bonus Bucks)Data on thisnitiative will be available
$1,200.00 i afterthemarket seasoendsin 2014.
51,000.00 FMNP/FVC These two rarkets incentivize afiederal nutrition
Vouchers programs (SNAP, FMNP and FVC checks)providing
$800.00 Spent

up to $10 per transactida purchase more fresh food
B Double Dollars | (Bonus Bucks) The marketshoweda combined total

600.00 i
’ Given Out of $82100 EBT/SNAP siles (96 transactions) and
$400.00 - distributed $564 of SNAP incentives. In addition, the
markets incentivized $1,626 WIC/FMNP checks.
$200.00 -
50.00
July 2012 July 2013 July 2014
Senior FMNP

This program provides losmcome seniors with coupons tha
can be exchanged for eligible foods at the market. The
coupons are typically given out at senior centers. The
challenge has been getting the seniors to make a trip to the ;
farmersd mar ket and redeem their coupons. For three
vendor s t o amarke at theocomnfumity cerderssvidere they distribute coupon books. SMADC staff
attends these marketsgive out incentive fundsBpnus Bucks) and distribufyers. These opportunities provide
outreach and education to senidrge Senior FMNP checldistributedin July 2014are not accounted for in this

report, howeveboth markets repagtia significantpick-up of these checks during the month of July.

Partnersinclude Wal dor f Far mer sdé Mar ket, Charles Gtunty Dep:
Department of Community Services, Home Grown Farm Market, Maryland Department of Agriculture, Eat Fresh
Maryl and, Rur al Maryl and Council, St. Maryds County

www.smadc.com

SOUTHERN MARYLAND FO OD COUNCIL

SMADC initiated the creation of the fASouthe]
southern |l ingering problems of inadequate nutrition
maryland mission is to, ABring t og ehesspectsofithefoddsyseems t a k
“7elslsl eelllalel | (production, distribution, access, consumption, processing and recycling) in order to sustain and
enhance the environmental, economic, social and nutritional health of Southern Elarylan
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In 2014, the Southern Maryland kbo Counc i | h o sGorandunitgN efit Fnooordkwianygsdb event t o
food-related issues with the community. Fittyree people attended from all seeiconomic ranges. The event

featured roundable discussions, giving participants an opportuitsitare their uniquexperiencesnd make

connections towards resolgriood issuesTopics included-uture of Faming/ Agriculture in SchoolsFood

Distribution/ Purchaing Challengé&ood Huls, Community Gardens, Healthy Food Budgeting/ Nutrition Edanat
Childhood Obesity & BeaseandGenetically Modified Organismispod LabelingThe discussions were robust and
engaging.

Attendees requested to move forward with small group discussions and asked that the eveigagnhglerhaps
twice a year.Several of these discussion groups have already met and are discussing next steps.

www.somdfoodcouncil.com

FOOD, FARMS AND HEAL THY COMMUNITIES

CROP HOP: A CYCLING TOUR OF SO. MARYLAND FARMS

Always looking for new ways to engage and educate the community about the importance of ¢
farms and fresh food, SMADC initiated the Crop Hop in 2012. The Crop Hop is a cycling tour
of Southern Maryland farms designed to provide a fun and healthy way to learn @bout o the

areabs diverse agriculture, and rai-imcﬂnefm(aPsHPB provi

communities in Southern Maryland.

The Crop Hop hathethreefollowing goals:
1 Connect people to the local food system by improving thederstanding dbcal farms
1 Promote healthy living through a diet of fresh, local foods and physical activities such as bicycling
1 Support those who canodot af f or dprdceedoalogal ahtbuoged | 'y pr c
organization to purchasend distribug fresh local foods.

Now in its second year, the 21Q8op Hop took place in Charles County, MD and wasasted by the Charles

County Board of Commissioners. The event is for the avid cyclists, as well as families. 249 riders chose from one of
four roukes, including a short run for children and families (the Sprout Route). Two grandnsaleetsed this ride
(independent parties)newho hadnevercycledbefore, the other not having ridden since she was 16.

Six diverse farms were featured and rideese provided with snacks
madewith localingredients. After the ride, participants were provided
picnicfeaturinglocaly raisedfarmfoods. The picnic was also open to the
public for a fee. Proceeds from the Crop Hop proviolest $80Q0 the
SoutherrMaryland Food Bank tpurchasdresh, local produce for low
income communities in the region.

Local businesses were invited to sponsor the event through monetar
in-kind donationsThese wereMOMS grocery Nationwidelnsurance
Charles County Boardf Commissioners, La Plata Ce€ala, Charles County-H, Charles County Fair, Colonial

Farm Credit, SMECO, Patuxent Adventure Center, Serenity Farms, Southern Maryland Food Bank, Trinity Church
(Newport), University of Maryland Extension, College of Southdaryland, Oxon Hill Bicycle and Trail Club,

Mi ddl et onds Cedar Hi | | anBRergeaux Viheyards\&&/inery Cycl i ng CIl ub,
Partners (2014) includén addition to the local businesses and sponsors listed @bbades County Tourism,

Planning ad Zoning,and Parks DepartmentdancockFarm, El Ammal Farm, Fisher Farm, Inn at Newport, J&M
Gazebosze ki ah Farms, . Leftyds Barbeque

SMADC 2014 End of Year Report 11


http://www.somdfoodcouncil.com/

2014 Crop Hop
The 2014 Crop Hop is scheduled for Saturday,eOctober

Romanods Vineyard and Winery, P. A. B o vaedheightenHomse t e a d
Farm.Additional stopsincludeMerkle Wildlife Sanctuary and Mount Calvert Historical and Archaeological Park. The
picnic will take place at Nottinghaand will feature canoeing and paddling as well asn@ctmentsommemorating

the 100 year anniversary of the Battle of Bladensberg.

Highlights (F Y 6)1 4
1 249riders participatedup from 185 in2012 a 25% increase in ridership)
1 Crop Hop Faceboopostsorganicallyreached 6,602 peopland the website register8®42unique visits
(Facebookusesh e t er m f o frgaahthatis ot duedp asmed nadverti si ngo.
1 $800benefitted the&Southern Maryland Food Barér the hunger communitin Charles Couty.

www.crophop.com www.facebook.com/TheCropHop

FOOD, FARMS AND HEAL THY COMMUNITIES

MARYLAND BUY LOCAL C HALLENGE

{
SMADC created the Buy Local Challenge (BL@ 2007 to educate the public across Qm

Maryland about the benefits of supporting local farms. Ffadlenge is to eqbr drink) &
something every day from a | ocal farm& g the | as
themefi Heal t hy Pl at eonveys many meksggesRaboatrhe benefits of

buying from local farms, among them personal health, economic health for the region, and health of the environment.

SMADC began by offeringpgromotional materials to the Agricultural Marketing Profesdmttaraughout the state. In
2008 t he Maryl and Department of Agriculture initiated
each July.

BLC 2014

Each year the BLC grows and gains mexeitement. Local legislators endorsed the BLC includiegtiayors of

both Frederick and Baltimore who publicly urged all their employetaktothe challengéMayor RawlingsBlake

held a press event as part of employee wellness in Baltimore City and teamed up with a local farm to offer a CSA box
for the BLC weé&. Howard County Executive, Ken Ulman, tweeted in support of the BLC.

MDA, the GovernorandFist Lady O6 Mal Itéhy ammatad d ftBh.dfoudemndeamsf locab 0 k ¢
farmersand chefs prepared creative recipes showcasing the diverkigabproductsjncludingthe Government
House chefs, and for the first time, two hospitAldyentist Healthcare and Union Hospital of Cecil Cojinty

Throphout the entire BLC we sikler &Bnbies ard SMADG promoteditte BISECso Of f |
social mediaDuring the campaigrthe BLC website registered close to 11,000 unique visits, of which 7,560 were new
to thechallenge SMADC launched a new BLC Twitter hashtadpuylocalchallengé¢o tweet the latest BLC

happeningsBoth MDA and SMADC advetised in local medias well on thé@VashingtorPostwebsite to an
estimatedaudience of over 862,000.

100,000 copies of thBLC flyer wereincluded in MVA license renewadnd werdalistributed at farmers markets,
libraries and at various events arouhd state.

SMADC and MDA teamed up to offer the ATake the Challl
take the challenge to the next lewgbntestants posted their photos on the BLC Facebook page to win a $100 gift
certificatel dmndMDABess tMad lyavmning engryamas thidlortn Béach QueenTBlete
showcasetnany di fferent ways to create vegetable dishes.
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this, and we wil/ ¢ oThroughmtitiee week, te @QuegrhB'daily aharteduhat eaehr member
purchase@nd wherend how they prepareddividual dishes. They also provided recipes.

Hospital Challenge

SMADC also partnered with the Chesapeake Food Leadership Council to invite food deedtms, chefs and food
purchasing managers of hospitals, institutions and busintss#er at least one local food every dagtheir menus
duringthe BLC week. Businesses that participghteere recognized in a scrollid@nneron the BLC websitdrifty
ninehealth care facilities ameow serving local foodsegularly ortheir menus.

BLC 2013( SMADC was not able to report this in | ast year
The July 2013 BLC Contest, fATake t he Ch &éwagsnogpepaut do
|l ocal foods and bever ages 0 dinetTHeovnnirg éntraneproddedsphaos & t h e i
family and friends enjoying meals made withlabb c al i ngr edi ents purchased from
ChapticoS't . Ma r yf sveek af shopping at local shops, produce stands, and farms was so mudtafien

to say, everything | ate was delicious! | continue to buy local today and highly recommend all Marylanders do the
same. Notonly isit good forouretm my , but i t DesiregSt.Clhir Glags; 2043 BlUC! cantest winner.

St. Clair Glass received a prize basket filled with locally
produced farm products valued at $200. In addition, a $200
check was presented in bhe w
Maryland Food Bank, received by Food Bank director

Brenda Di Carlo. The donation was used to buy fresh,

locally grown produce for families in need in Southern
Maryland.

The BLC FaceBook page went viral for the week of the
BLC with over 5,575 views angrowing. Eightythree
percent of the BLC audience is women, the majority in the
3555 age groups.

Food Bank * 200.00

1 .:-—L¢soutr!ern,Maryland 4
_Two Hundred and 7o

—
Lok G s

Highlights ( F Y4h
1 SMADC distributed15,000 fliersonthe6 Take t he Chall enge to the EXTRE
1 MDA distributed100,000 fliers direct mailed tdD. Residentsn MVA license enewals.
1 BLC proclamations were made by County Commissioners in Calest]es, an® t . MCaunty, Bys
Pri nce Gewasoffi@allysecogrdazeddby Anne Arundel County.
9 Baltimore and Frederick County Mayors, and t@vard County Executive endorsed the BLC
$ Numerous independent aresl, press notices, Tyadioand adseached a combined audience 08&2,000
people.
T The BLC Facebook page averaged 1,300 6likesdé dai l

Partnes include Maryland Agricultural Marketing Professionals (AMPS), Maryland Department of Agriculture,
Maryland Hospitals for a Healthy Environment (MD H2E), Chesapeake Food Leadership Council, Masyland
Governor OO0Mall ey.

www.buy-local-challenge.com
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PROVIDING FARMERS RE SOURCES TO BE PROFITABLE

SOUTHERN MARYLAND ME AT INDUSTRY

Identifying the strong desire for local meat from consumers, and the lack of farms produci
local meat, SMADC took on the chatige of building the local meat industry. A major 5
challenge continues to be the lack of USDA meat processing facilities. Farmers report he@(i
to transport livestock for three or four hours to the nearest facilitpfiedface wait lists
that can beip to a year. As with all SMADC initiatives, building a program has many facets
from educating farmers, providing infrastructure and a marketing platfostreamlining
regulations.

Farm Share Equipmerftreezer Trailers

In 2011, SMADC provided funds fawo freezert ai | er s t o t r a mdugofromUSDA Tr mer s 6 me
slaughteringdrocessing plants to farm or retail stores. All Southern Maryland meat predueeaable to rent the

trailers. St . Maryo6s County Far m Bur e aweaanmadagetheitrallerse Th@getleer ge 0
Southern Maryland Meats (SMM) program was launched.

Southern Maryland Meats Brand

T h &oufhern Maryland Meads b r aaredted bg SMADC and producers, assures the quality of the meat and
consistency in raising anddding practices. SMM standards and application criteria are continually evaluated by the
SMM Steering Committee to ensure they are in |line wi
and Eggs. As one SMM Far nsMy Bspiree aonfideyce iR lauyers,) andogives the meatead |,
6stamp of approval 6, oro.v e tCoiresu tieydikeoha abilitytS ddukce totalaneatsa r d
and special order custom cuts and processing.

Licensing

Producers must obtainliaense in Maryland to sell USD#spected meat directly tetail stores and restaurani&o
help producers through the licensing process, SMADC developedlaredutorial, which has been endorsed by the
Maryland Department of Health and Mental HygiDHMH) and is used by producers statewide. In Southern
Maryland, 33 producers have thus far obtained their licenses, facilitated by SMADC and ragjiimodtural
marketing staff. Smew | i censes were issued in FY 0614.

Workshops
SMADC annuallyparter s wi th the MDA to host a Poultry and Rab

attended. Additionally, SMADC held two workshops on meat pricing and marketing strategies to help producers
accurately establish a breakeven price. Trailer use sejpgiitate producers are beginning to adjust the value of their
product commensurate with production costs showing an average priaaupdripcrease of 8.5%.

SMM Website

SMADC added a lisbf USDA processing facilities within the Miéltlantic Regionnteractive marketing tools for
establishing pricing, a marketing tip sheet and calendar for ethnic meat sales to the SMM website for farmers.
Consumers are encouraged to use a ,Hh&@IM website eeceivea overi n d
660 unique visits and since the addition of the new resource materials and launch of the consumeargroney

1,100 uniquevisits were recorded in the first six months of 2014.

Promotion SMADC published the first Meats and Seafood Directory forelgeon in 2012, which is available tine
and in print. Over 15,000 printed guides have been distributed.

The SMM brand is actively showcased at public events around the region and was the center piece of the SMADC
exhibit at the 2013 Sotterley Wine Feat featuring SMM meats prepared by local chefs and interviews with SMM
producers. The SMADC exhibit also provided resources to connect consumers with SMM retail venues and farms.
Over five thousand people attended the-tay festival.
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Results

Repots n FY 614 show steady rise in the use of

the trailers with over 58,000 pounds of product Pounds of Local Meat transported with

transported for an estimated retail value of SMADC Trailers

$306,820. This is an increase of over 170 = Meat Transported

percent since the inception of the Southern (pounds) $306,820

Maryland Meats program. AndQ producers
have now joined the SMM program (sevien
FY 614) .

® Retail Value of Meat $243,000
(Dollars)

In FY614, SMADC provided additional g
to purchas¢hreenew pieces of equipment $113,000 $112,000
(livestock scales and cattle squeeze chute) for
rent by any producer in the fiv@unties. The
managing entitie are the Charles County Farm
Bureau and the Anne Arundel Economic
Development Corporation. FY'11 FY'12 FY'13 FY'14

21,000

Marketing at Retail Venues

SMADC alsoprovided funds to purchase

commercial freezer display cases to promote sales of Southern Maryland Meats directly to ¢ch&ighiblietail

display cases are now located at farm market stores and independent grocery stores (2 in Calvert, 1 in Charles, 1 in
Prince Georgeos, 1 in Anne Arundel and 3 in St. Mar vy
over nire times from $17,393 inreportedsad ( FY612) t o $ 1i6dn,nGrdase ofiover 7BY% ginted | w
FY®13.

The program has shown successes in increasing retail sales and

SMM Freezer Case Sales consumer awareness of local meat producers, but it has had its
$200,000 challenges. BADC continues to work closely with the managing
$165,713 entities to insure placement, maintenance and monitoring of the display
$150.000 cases is optimized. The display case use agreement has also been
updated to require mandatorydnnual service to minimize the
$94,942 i i i
$100,000 instan@ of repairs and insure proper care.
SMM participants continue to report an increase in meat sales after
$50,000 o2 303 joining the SMM program (average
i My eratipn has grown from selling eigipiarters a year to selling
$0 36quartersagga¢ Bal d Eagl e Far m, Prince
FY'12 FY'13 FY'l14
Two parttimeinterns j oi ntly funded by SMADC, St. Marybés Farm

on board in FY614 to hel pintermssignificantlyanhancethéper oSgM Ma npdrso gar bai ir
provide marketing and livestock consultation support to producers and retailers. They streamlined reporting
procedures, improved protocols for SMM standards/application forms and biosecurity measures for farm visits,
provided oversighof the SMM freezer casgsnd increased communication and information among farmers and
consumers.

Awards and Recognition

In April 2014 SMADC/SMM received the MEDA Economic Marketing and Development Award in recognition of
significant results achiedefor an overall marketing initiative. Pamela Ruff, Executive Director of MEDA commented,
AfiConsumers are increasingly aware of the value of 1o
farmers capitalize on this awareness, and markettreidpuct s in a power ful way. o
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WHATG6 S TRE X

Two new informational brochures are in development to help consumers and retailers get the best value from their
custom, wholesale or retail purchase including types of cuts they can expect from each spediespimplete a
processing 6cut sheetd to suit their culinary and bu
in print and on the SMM websit8 MM is currently developing a dedicated Facebook page.

A conference, planned for Noveml#614, will provide a networking forum for producers and retailers to increase
retailer awareness for the availability of local meats, livestock traceability and other regulatory updatss)riiyy
genetics and animal selection, and insurance planning.

The purchase of a third smaller freezer trailer has been proposed to facilitate the transportation of small ruminant
(pigs, sheep, goat, etc.) meakhe larger freezer trailers are not always cost efficient for long distance transportation
forthesmdl ani mal producers unless aggregation of more t
entire storage area.

Partners include St . Maryds County Farm Bureau, Prince Geor g
Economic Development, Anne éndel Economic Development Corporation, Calvert County Economic Development,
Calvert County Sustainable Agriculture Workgroup, Pr
Department of Health and Mentaall Hyagrin nSet,o rKee e pdonodk slety
Hi ve, Mont pelier Farm Store, Chesapeakeb6s Bounty, Sp

Highlights: Cumulative

40 producerspartci pate in SMM (7 new in FY&14) .

Over 58,000 pounds transportesingthe trailers n  F Y 6 1 4stimaied rétail safue of $306,80

8 retail venues hosetail SMM display cases, at least one case in each of the 5 counties.

Retail host venues report 74% increasdigplaycass al es in FY613 ($165, 700) .
Introduction ofbison and gg application standards.

Sotterky Wine Fest features SMM meats.

New point of purchase card developed for retail and consumer education

MEDA award foroverall marketing initiativ§2014).

=8 =4 =4 =8 =4 =8 -4 A

www.southernmaryndmeats.com
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DAIRY INDUSTRY

THE NEED / CHALLENGE : In 2011, SMADC was solicited by members of the Amish farming community in St.
Mar y ds ¢ o uwith syateregolataysrexjuiremients obtaingger mi t f or Gr adeeseM6é pr o
sourced from community dairy farms. Dairy enterprises in Maryland must
be permitted either Grade A or Grade M to proeegimanufacture milk
products. Regulatory requirements are complex and costly for the
individual farmer,andas a resulmost of the bulk milk produced by
Southern Maryland farms is transported out of the region to large
processing facilitieProducts made with local milk rarely return to area
therefore inhibiting the potentiabif farms to capitalize on valtadded
production.

WHAT6 S SMADC DOI NG?

From 2011 to spring of 2014, SMADC staff facilitated meetings with state

Center for Milk Controland Clover Hill Dairyto streamline

communications and navigate regulatory issoeapproval of the pasteurization equipmedhe barrier wathe

Amish requirement for neatandard electricitySMADC staff,in conjunctionwith Senator Mac Middleton, Delegate

John D. Wood, and Agriculture Secretary Buddy Hance,
- guided dbreakthroughmeeing between Clover Hill Dairythe MarylandCenter of

Milk Control and dairy engineets approve aonstandard power sour¢24 volt

direct current)andoperating equipment and facility plans (lighting, waste removal,

piping, venti | ®&C helpedus uaderstandwhat)we neéd&NbAdo to

get the dainprocedurenanual written correctly and approved quickly. They also

worked with State to arrange meetings and inspections and get our power approved. It

would have been way too difficultandtake a | ot | onger wit hout

Clover Hill Dairy Board Member.

Clover Hill Dairy receive their operating permit iMarch 2014 and is the first
cheese dairy in Southern Maryland to
receive a Grade OMG6 (Manufacture) pgr mi
. = from the state. Sthat Maryland Center for | - L 8 e
R S RN Milk and Dairy Product Safety
acknowledged that planning and permit
approval for the dairy facility would not have been completed in a timely
fashion to the high standards required for industry production without
SMADCOGs eassii®Wi ahout t hthéreisnp GobAtBaC
the dairy would not be up and running at this time. SMADC staff was
instrumental in working with the daitp develogheir standard operating
procedures which was a tremendously huge (and also efyranportant)
task. A huge benefit namnly to the dairy, buttooufof i ce as w¢g
Engle, Section Head, Center for Milk & Dairy Product Safety.

L o ) il
by Wk ‘ \ Wi

The completed dairy facility houses two large stainless steel cheese vats with the capacitg,@bfajdllons of

milk, producing more than 1,000 pounds of cheese each production cycle. Tétetyvoheese house complex

includes a contained milk efbading bay, walkn refrigerated storage, packing areas, office, changing rooms and an
approved farmmarket stordor retailing Clover Hill cheese and other locally produced farm products (produce, jams,
acidified foods, baked goods).

Bul k milk supply for Clover Hill Dairy is sourced fr
the potential to increase production to benefit more than 20 dairy farms. Nine individual cheese recipes are approved
(Latin American Curd Cheese, Cheddar Glee€olby and Jack varieties). In the first three months of operatih (
through June 2034the dairy produced2,000 poundsf cheesdor an estimated retail value of $54,000.

In June 2014, Clover Hill landed its first bulk contract for Latin American curd chee4®@fipoundsof cheese per
week, with an estimated revenue $48,000 per month.
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Partners IncludeClover Hill Cheese House, Center for Milk & Dairy Product Safety, DHMH Office of Food
Protection, Rowl ands Engineering, Har bor Designs Eng
Department of Agri cul tDepagmentSt . Maryds County Health

Highlights ( FY&G 1 4)
I FirstGrade&A MO dairy in Southern Maryl and.
1 SMADC assisted with regulatory process to certify manufacture grade production witandard electric
power.
Two, 2,000 gallon milk vats produce more than 2,000 poundseafsehtwice weekly.
16 dairy farms benefit and more than 20 estimated for full production.
9 recipes certified for production (Latin American Curd Cheese, Cheddar Cheese, Colby and Jack).
Production for first 3 months approximately 12,@@unds ofpastetized cheese.
$54,000in estimated product retail value (ApfilJune 2014).
Approved onsite retail farm market selling cheese product.
$48,000estimatecper monthfrom first bulk contracin June 20144,000 poundgper weel.

= =4 =8 =4 =4 -4 A

EQUINE INDUSTRY

SouthernMir yl andds horse stables and farms ar e tmgedopdofng t
the regional economy by bringing together communities through equine sports events, recreational activities, and as
vibrant tourism destinationg.ccording to a 2012 Schaefer Center for Public Policy survey06DIMaryland

households, 14.5% have family members who ride or actively attend equestrian events, 44.5% have some interest in
riding horses and other horse related activities.

SMADC has hal threedayequine conferences for hay growers and horse owarersding resources and education
for equinerelated businesses and in particular identify new areas of mutual opportunity for existing agricultural farms
and the burgeoning equine industry.

SMADC published the first equine guide in the state in 2009, it was updated in 2012.

Currently in Southern Maryland there are:
1 3,210 equine establishments (boarding facilities, commercial and private breeding, farms, recreational and
commercial propeits).
1 87 MHIB licensed equine facilities (e ArundeB4,Pr i nce Georgebs 21, C8&81 vert

collectively).
1T 61 facilities supported by SMADCG6és Equine Guide.
9 Over 30,000 acreattributal to equinebusinesses in Southern Maryla@®d{0Maryland Equine Censls
1 Employing over 6,000 people.
9 Total capital expenditure of over $57 million dollars.
To capitalize on the potenti al of this industry, in

(MHIB) to begin work on a SghernMaryland Historic Horse Trahighlightngt he r ol e of hor ses
history and to educate consumers to the opportunity for egeiated activities and events. T&euthernMD trail

will be one of three historic horse trails planned Far $tate (Baltimore, Eastern ShddeutherrMaryland). Local

tourism leaders, equine community members, owners and curators of prospective sites will be enlisted to assist.
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WINE INDUSTRY

Research

Recognizing the need for Maryland grapes to supplgtherging :
Maryland wine sector, SMADC provided a series of research gri
to the University of Maryland to explore varietals that would
perform well i n Sout her imceRDOI,
when the universityesearch beganyer27 varietak have been
evaluated.

SMADCb6s Two Grant Progr ams
Growing Grapes for Wine Grant program

Once a number of suitable varieties had been identified, SMAD(
teamed up with the University to offer beginning and advanced
grape grower workshops, amdmatching gree grant program to incentivize serious growers.

This grant progranwvas established in 2006 and became a prpéotyr a statewide program. Theant provides
matching funds for the purchase of grape viMiises areorderedn bulk quantities, therebieducing the cost to
individual growersinF Y6 1 4, f iwereawérded theegragiroviding 6,900 new vinds be grown on eight
newacres. Since the grant program began, 14 farms have participategapes are grown d8 acres.

SMADCOG s itity Enhaktensent Grant Program

I n F Yhéeéd fdrms ekpanded their vineyards throtghFarm ViabilityGrant Program, adding an additional 11
acres. Through this program, a total acreage of 25 eanesv under grapes and two farms have pfalas toadd
wineries to their enterprisesiddouble their acres witn two years

Approximately 68 acres of wine grapes have been added in Southern Manytarghthese two SMADC grant
progamg 18 added in FY614).

Farm ShareGrape Growing Equipment

SMADCf unds provided to the St. Bur
purchase a tractor and vineyard hedger/trimméate2013 for

rent.

Wine at Farmersd®é Mar kets Legi

SMADC partnered with St. Mar ) ent

support legislatiomo allowwineriestoselat f ar me rTised
bill waspassedn 2013and as aresult winenow soldat f ar
markets in all five counties.

Port of Leonardtown Winery and Cooperative
SMADC was pleased to partner with the Maryland Agricultural and
Resouce-based Industry Developme@tor por ati on ( MARBI DCO), the St. Mary
and the Town of Leonardtown to facilitate completion of the Port of Leonardtown Winery. This winery and tasting
room was opened to the public in the falPOfLO and now supports a cooperativd®frape growers throughout

Sout hern Maryland, many of wh o @rome Gapepford\ingrants.s r eci pi

Economic benefit of vines

One acre of vineyard can be expected to produce betw&don3 of fruit. Assuming an average of four tons per acre

and an average price of $1200/ton, one can estimate a yield of $4,800 per acre. This amounts to a total of $206,400 t
could be obtained from these 68 acres in {86,400 accruingémthe1l8aces added i n B#6614 r
increase).
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Wineries

According to the Maryl and Wi neries Association, it he
Maryl and due t o SMADCThere aetctrrentiyt 1P lccensed wirteriesSauhgrnoMaryland,

with more on the way in the next few years.

Economic benefit of wineries

One ton of grapes yieddhbout 150 gallons of wine, which produces roughly 65 cases of wine. At an avefaige of
tons/acre, one acre of grapes at full mation will yield 260 cases. One case of wine can sell anywhere between $100
and $300, thus one acre of grapes can bring an average of $52y006 sales

Promotion and outreach
SMADC once again hosted a chefs tasting tent at the Sotterleji, 8 U T .

Plantato® s Ri ver si de Wi nefest. : e B e € | ijnary
demonstrations showcasing Southern Maryland wines and meg 7 L N
from Cal vert, Charl es, Pringd
Wine pairing and tastings were hosted by the Maryland Wineri
Association. Kevin Aticks, Executive Director of the Maryland
W| ner | es Association sal d

wine, local produce and meats and local chefs, designed to
educate and entice festivalers into learning about local
agriculture. o

Chef Loic Jaffres (Café des Artistes) at
cooking denonstration and wine parings,
Sotterley 2013 Riverside Winefest.
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AGRITOURIS M INDUSTRY

southern maryland

SOUTHERN MARYLAND TRAILS: EARTH, ART, IMAGINATION TBM_
S

i’{y NEW FARMS, GALLERIES, EATERIES, WINERIES, LODGINGS AND MORE! Cultural tourlsm Contlnues tO gI’OW aS a |UCI’atIVG (',u]'ﬂl - urt - lmn@muhon
alternative for regional farms and businesses.

SMADC has connected area farmshndirts, eateries and other public venues and

S;ﬂﬁ{gm%{ﬁ%é”/ businesses to enhano®ss promotionprofit opportunities and build a sense of
?! v G local awareness and community.

,IL 1 This cultural program provides economic benefit to Southern Maryland by
= imagi

developing farms for agourism and offering visitors a unique and authentic
experience of the regionébés culture and
innovative partnerships between farms, artists, related heritage sites, parks and
businesses. The program also seeks toatdube local community on the
i mportance of sustaining Southern Mary
Workshops, networking opportunities, and promotional materials are provided for
partner sites. The trails guide features individual trails aasell as themed day
and weekend itineraries.
L As farmers connect ane directly with consumers, arirism has become a
f@“LZ:“.TE::e':'.';:i."’Z.,'L".“h‘;'.“,.",'li'.".'.’,";:"""" growing segment of Maryland agriculture and an important source of income for our
’ B farmers. Agritourism sales grew 142% in Southermydad between 2007 and
2012 according to the 2012 USDA Census datai(ges). Agritourism has provided

not only an additional revenue stream but also enhanced sales e#dr: products directly to consumers.

The Trails program began with a seri€€@mmunity listening sessions throughout the region. Building on the ideas
captured from the community, SMADC initiated a series of workshops and a trip to North Carolina to visit a successfu
model program. Within one year, the first Southern MarylamdSrEarth, Art, Imagination Guidebook was published

(in 2006).

Educationand Promotion
In response to community request and n8&ADC subsequently provided numerous workshops and conferences on
agritourism addressing joint marketing, liability, busis@artnerships, etc.

For the first three editions, partners were lisitedo costas a way to build the industry. In subsequent editions,
partnershave beemsked to pay a fee to be listed, and SMADC has actively solicited ads in thérbdake of 204,
SMADC released the fifth edition of tt8outhern Maryland Trails: Earth, Art, Imaginatiguidebook which includes
139 trails partner sites on the three routes. This edition includes 34 new partn&esigzsies fromgotner listings
totaled$10,875which helgdoffset he cost of publishing the book. Twenty seeglvertisements bughtan
additional revenue of $10,200

The2014 updatedrails website now features an interactive map with addresses, contact information and descriptions
of each sitedcation allowing the public to map their oWrails adventure.

The fifth edition of the guidebook is in high demaAd one partner informed 8t hey just fl ew of f
SMADC also plans to distribute the sought after guidebook at countyafairether public events throughout the year.

Highlights (Cumulative since inception in 2006:
1 $21,20 for advertisements in trail guigathered.
1 Numerous workshops and networking events hosted
1 National and international interegirnered.
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1 2006 Marylandlourism Industry Council Awarteceived.

1 2-10 employee positions per tourism giteated.

91 Agritourism sales grew 142% in Southern Maryland between 2007 and 2012 according to the 2012 USDA
Census data

Partners include St . Mar yo6s CoigpattnerssTour i sm, al |l Tr a

www.somdtrails.com

AGRITOURISM HIGHWAY SIGNS: MARYLAND PILO T PROGRAM

Due to he unique geographic characteristicSofithern Marylandt he maj ori ty of Sout hern
faamsared c at ed ¢ of f ,rerhote frdmete mampuldictrerodgtiares. Although the region is centrally
linked by state highways, local feeder roads terminate as the region is surrounded by waitéyiptting the

potential fordrive-by visibility and direct access to farm destinations

In partnership with Charles County Governm&MADC initiated a series of
discussions with Maryland State Highway Administration (SH¥aryland
Department of Agriculture (MDAaNd local farmerto create a prograthat
permitshighway signs directing the public to agritourism farms, similar to
approved SHA signage for wineri@e groupdeveloped series ofuidelines
for farms and finalizethe agreement on the fabrication, installation and
maintenance dhe highway signs.

Eligibility criteria for the program requires participating farms to be opéhneto =
public a minimum okix months of the year (at least four days a week and a
least six hours a day). Farms must also have an established-@uidelf) '
edua@tional tour and/or host public events, such as festivals, fairs or works P
Each individuakounty must agree to participate in the progr&HhlA and
MDA have the authority tapproveapplicationsand determine the number of i s

’v":'!‘m S
signs applicable. B e
gns app =

S

Thepilotsi gnage program was | auntbedism Shgnfabl Pobggaimms
state and is now available to farms in other counties. Two Charles County farms, Serenity Farm in Benedict and
Zekiah Farms in Bryantown, weapprovedor SHA signswhich wereinstalled in March 2014A third farm in

Frederick County is pending approval.

The cost of the signs can be prohibitive, therefore SMADC agreed to provide grant funds to farms on a limited basis.

Highlights:
1 SMADC announced grasfor up to $1,500 in matching funds for the purchase and installation of signs for up
to three farms each the five counties.
2 Charles county farms approved for state signage
MDA hasreceived interest from 5 farms in the state, how#werespective counties muagree to the
program before farm applications can be accepted. Prince George's, Harford, and Cecil counties are in the
process of implementing a progra@nefarmis pending approval Rocky Point Creamery in Frederick
County.
1 3 Souhern Marylandarmsare alsan procesgendinglocal county approval Montpelier Farms, PA Bowen
Farmstead and Forrest Hall Farm.
1 An MDA press releasennounced the prograim farmsacrosghe staten July 2014.

)l
)l

Partners includeCharles County Planrgnand Zoning, Marylan&tate Highway Administration, Maryland
Department of Business and Development, Maryland Department of Agric@hades CountyFarmers.
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SO. MARYLAND, SO GOOD: MARKETING SOUTHE RN MARYLAND

So. Maryland, So Good (SMSGT his threefold campaign seeks to directly link farmers and buyers, add value to

local agricultural products through the use of an identifiable brand (logo), and educate consumers about the benefits
buying from and supporting local farms.

Highlights:
91 Data from the latest USDA National agricultural census data show that from 2007 to 2012, the value of
agricultural products sold directly to individuals for human consumption grew 58% in Southern Maryland.
Direct sales grew by $1.6 million in Southern Marylandhwrowth in all five counties

FYbd1l4
9 2013 Equine Guide lists 61 equine businesses, of which 46 were new since the 200758aidew) In
partnership witlthe Maryland Horse Industry Board, SMADRCGI establish a Horse History Trail for MD in

FY&15.
T 348(10 new in FYO614) (338 in FY 0613) farms are 1|is
T 2014/ 15 Far me ii kst 31Nbauth&re Maryl@nd makleets and 12 additional mark&i®in
Metro DC and VA that host SouthekD farm vendors.
T 2013/ 14 Far ms f of lists 62agititardl budirressésgwin€riddrnas eand seafood).
1 Meat and Seafood Directory (published in 2012) lists 17 Southern Maryland Meats program producers, 7 non
SMM meat producers and 15 seafood producers.
1 6 SMADC/SMSG workshops benefitted 144 individuals/farm businesses
T SMADC website visits doubled in FY614 (131,000 vi

MARYLAND TOBACCO BUY OUT

This is the fourteenth and final year of the Tobacco Buydiaiety-two percent of the 1998 gible tobacco has been
taken out of production forever for human consumpti o
represents 7.65 million pounds of iyeabbayoutpaymem streatn3 % o f
ended in Jamary 2014, as the last of the Buyout payments were made. SMADCGowiihuecollect data on the last
recipients to assure conmahce with thestatecontracts.
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FOOD, FARMS AND HEAL THY COMMUNITIES

CORNELIA AND THE FAR M BAND PROGRAM Addressing Childhood &hlth and Obesity

SMADCO6s Cornelia and the Farm Band innovative progra
families about the long term benefits of good health, tasty foods, and supporting localtfaddsesses serious topics

such aghildhood obesity andxercisan fun and creative way3.he progranhas grown over the years, and touches
children and their families in many diverse venues.

SMADC has developed curriculum for grades Kindergarten through 12 in line
with the Maryland Stte CurriculumNow in its eighth yeamnuch of the
educational package is available to view and download from our

www. Let 6s Go twebsitedor imlividual olassroom and home
schooling venues. These magésialso continue to be widely distributed at public
events andrarm to Schooéctivities.

Farm to Schoo{Maryland Homegrown Week)
The goal of Farm to School Week is to encourage the use of locally grown

produce in school meals, to promote

community @rtnerships, and to help connect students to local farmers.
SMADCO s Guoanslieattendedour elementary schoqglseaching 1,696
students h r o u g hweuetik mt H-eYhEfhdlpedchildren understand the
importance of localarm foodsand helpedhem identify some of the many fun
outdooractivities they caio at local farmsin the words obne elementary

schoolounsel or , féYesterday was the BE:!
educational and well run by y§@MADC) and the farmers who put their
hears,sweaand soul s into the presentati ol

reached over 16,102 students in schools.

Aqg Literacy Program

In connection with Maryland Agricultural Education Foundation and
Anne Arundel Economic Development CorporatiGorneliagave a
presentation anparticipated in the Ag LiteradgeadingProgram
AWhat 6s i n wMadann€ RerkeseEO childirerbwere reached
(Folger McKinsey Elementary School

Agriculture Education Day

Cornelia attended thé"Annual Agriculture Educin Day at Y Worry
Farm in Anne Arundel County. The event featured music, games, fopd,
activities for kids and a pick your own pumpkin patCker 1,800
people attendedf which about 50@verechildren SMADC also
distributedmarketing materials duringétevent.

Blue CrabsBaseballGame

In June 2014, SMADC sponsored their seconatl8yn Maryland Blue
Crabs baseball game attended by patronsaedl,000 Marylaneirl
Scout troops. The mascots and staff intewaith the crowd, conveying
messageabou farms and SMADC program$6,755 peoplattendedThis yearSMADC launched the Cornelia and
Couch Potatd F i itchttcontest. Viewers voted to determine who wdédre the honor of throwinthe first pitch
Couch Potato won by a slight margin.
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